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OPPORTUNITIES IN THE BIG DATA ERA 
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VARIETY 
THE OPPORTUNITY: NEW INSIGHTS ABOUT 
GUESTS, MARKET CONDITIONS AND OPERATIONS 
 
THE CHALLENGE: NON-TRADITIONAL FORMATS 
ARE DIFFICULT TO CAPTURE, STORE AND 
ANALYZE WITH CURRENT TOOLS 
•  Unstructured text data 
•  Location data 
•  Click-stream data 
Copyr igh t  ©  2015 ,  SAS Ins t i tu te  Inc .  A l l  r i gh ts  reserved .  
STRUCTURED VS. UNSTRUCTURED 
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HOW DO YOU INTEGRATE THIS INFORMATION? 
ID Name Gender Age Segment Loyalty Location Occupation Stay date Future reservation
736458Osborn, NatalieF ## 6Gold NC, USAExecutive 3/7/2015New York
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Natalie_Osborn: This has to be the best hotel 
in Philadelphia for a business traveler.  The 
rooms are spacious and well-appointed.  The 
restaurant has an excellent wine list, and a 
great selection of local cuisine.  I had to wait a 
bit at check-in but Maria at the front desk was 
just fantastic, providing many great 
recommendations for the area.   
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DRIVING VALUE FROM BIG DATA 
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“How many, how often, where?” 
“Where exactly is the problem?” 
“What will happen next?” 
“What happened?” 
“What actions are needed?” 
“What’s the best that can happen?” 
“What if these trends continue?” 
“Why is this happening?” 
DISCOVERY QUESTIONING THE BUSINESS 
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DISCOVERY REACTIVE DECISION MAKING 
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DISCOVERY PROACTIVE DECISION MAKING 
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Source:  Competing on Analytics  Thomas Davenport and Jeanne Harris 
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FROM REACTIVE TO PROACTIVE WITH ANALYTICS 
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BIG ANALYTICS IN THE REAL WORLD 
CASE STUDIES 
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Female, 35 
50.846747, 4.352478 
Male, 57 
50.846565, 4.352689 
Male, 26 
50.846536, 4.353027 
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@Natalie_Osborn 
Made Polar Bear 
today! 
#vail #epicmix 
Copyr igh t  ©  2015 ,  SAS Ins t i tu te  Inc .  A l l  r i gh ts  reserved .  
Call Center notes 
Suggestions 
Social Data 
Surveys 
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Elevator 
occupancy 
Predict 
traffic flow 
NATALIE. OSBORN@SAS.COM 
@NATALIE_OSBORN 
The Analytic Hospitality Executive 
blogs.sas.com/content/hospitality 
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